Permissive, Aggressive or Apathetic? Indonesian Telemarketing Customer  by Maulana, Amalia E. & Nurulfirdausi, Khairunnisa
 Procedia - Social and Behavioral Sciences  169 ( 2015 )  69 – 74 
Available online at www.sciencedirect.com
ScienceDirect
1877-0428 © 2015 The Authors. Published by Elsevier Ltd. This is an open access article under the CC BY-NC-ND license 
(http://creativecommons.org/licenses/by-nc-nd/4.0/).
Peer-review under responsibility of Center for Innovation, Entrepreneurship, and Leadership (CIEL), School of Business and 
Managements (SBM), Institut Teknologi Bandung (ITB).
doi: 10.1016/j.sbspro.2015.01.287 
The 6th Indonesia International Conference on Innovation, Entrepreneurship and Small Business, 
12 – 14 August 2014 
Permissive, Aggressive or Apathetic?                              
Indonesian Telemarketing Customer 
Amalia E. Maulanaa*, Khairunnisa Nurulfirdausib 
aETNOMARK Consulting, Jakarta 15229, Indonesia 
bBinus Business School Bina Nusantara University, Jakarta 10270, Indonesia 
Abstract 
The resistance of telemarketing  in Indonesia is currently mounting but the brand owner using this marketing channel seems not 
to worry about their brand image. This research study was aimed to fill in the research gap to provide better understanding  on the 
dynamic  of telemarketing  in Indonesia  and provide  solutions  for the brand owner. The method  that used in this research 
included netnography, mystery shopping and in-depth interview and followed-up with questionnaire survey to 122 respondents. 
This study found that there are three types of customer-response  toward telemarketing:  Permissive,  Apathetic and Aggressive. 
Permissive  type  is not  dominant  and  the  brand  owner  has  to realize  that.  The  understanding  of various  customers  groups 
behavior  and their attitude  toward  telemarketing  in Indonesia  has great significance  for industry,  brand  owner,  and also for 
government as a regulator in better and more correctly handling and facing the problem of resistance on telemarketing. 
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1. Introduction 
Telemarketing   is an   interactive   process   between   the   company   and   its   customers,   through   telephone. 
Telemarketing is widely used in various industries, especially in telecommunications, banking and other financial 
services because of its cost-effective and cost-efficient. (Johnson & Meiners, 1987). 
With the low cost of communication via telephone and the extent of penetration of the mobile phone market in 
Indonesia, telemarketing business in Indonesia is growing rapidly.  Many mobile phone users are bagging two 
gadgets with two different telephone numbers. This makes the contact list that is owned by the telemarketing 
company much longer. It allows companies to have more contact lists, and it makes the brand owners become more 
interested in telemarketing. 
In marketing, the rapid development of telemarketing does not always turn out to be the way it’s expected to. In 
developed   countries,   customers   are   very   outspoken   in   voicing   opinions   about   their   discomfort   against 
telemarketing practices, and has been well responded by the government / regulators. Telemarketing fraud is one of 
the reasons why the government's Federal Trade Commission (FTC) issued a U.S. then the Do Not Call list in 2003 
(Lee & Geistfeld, 1999; Palmer & Gehlen, 2003). 
What about the reaction of Indonesian consumers against telemarketing? As the majority of people in Asia who 
have an oriental culture, Indonesians are widely known as the more friendly and courteous people. When they are 
facing the discomfort  that’s caused by telemarketing  activities,  the customers  in Indonesia  do not express  their 
inconvenience  as  boldly  as  the  western  customers  who  live  in  US  and  Australia.  Some opinions, critics and 
reactions are indeed easily found in the media, especially in social media. But these forthright expressions are not 
too prominent  because  there  are also  many  modest  opinions  that neutralize  and  reduce  the resentment  among 
customers. And surprisingly, some people even consider that telemarketing is just a normal process of selling and 
purchasing. 
Should companies continue to do marketing via telemarketing?  Or should they modify their activities, and 
maybe even stop telemarketing altogether?  Differences in consumer attitudes need to be acknowledged by the 
telemarketing business actors, including their represented company brands. What are the concerns of consumers 
against the marketing channel? This research will also examine the impact of brand image and interest to make 
further interaction with the companies/brands in the future.  Channel appears to be effective and efficient as possible 
without realizing it would backfire. 
2. Literature review 
The academic researches on telemarketing that have been widely published are more focused on the problems in 
countries  outside  Indonesia,  such  as  US,  UK,  Taiwan,  China,  Japan,  Malaysia  and  India  (e.g.  Taylor,  C.  
R., Franke, G. R. and Maynard, M. L., 2000, Kassim and Bojei, 2002; Lee, 2004, Geetika and Gupta, 2012; 
Mehrotra& Agarwal, 2009, Thamizhelvan, G. 2012, Wang, J. et al., 2007). 
Research topics on specific issues in Indonesia are rarely highlighted. This research study was aimed to fill in the  
research  gap  to  provide  better  understanding  on  the  dynamics  of  telemarketing  in  Indonesia  and  provide 
solutions for the brand owner. 
Telemarketing   activities   are   divided   into   two   main   classifications,   which   are   inbound   and   
outbound telemarketing.  Inbound  telemarketing  is  applied  in  the  condition  where  the  customers  voluntarily  
contact  the company due to their interests to a product or service, and telesales would try to explain the offered 
products. On the other hand, outbound telemarketing is applied in the condition when the company contacts the 
customers to offer their products and services (Kotler & Keller, 2009; Self, 1986). 
Telemarketing becomes the topic of discussion in social media, and it started after the number of customers’ 
complaints on outbound telemarketing rose. Previously, there were no significant problems in the implementation of   
inbound   telemarketing.   This   research   is   focused   on   outbound   telemarketing   that   offers   services   in 
banking/finance industry such as credit card, non-collateral credit, insurance, investments, etc. 
Evans, Malley and Patterson (1995) highlighted the consumer concerns over privacy and ethical issues. Rather 
than  being  alleviated,  they  are  likely  to  become  more  prevalent  as  the  sophistication  of  database  targeting 
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increases.  For future growth of direct marketing, it becomes necessary for marketers to address this customer 
problem. 
Telemarketing services face problems with the customers that they are trying to reach and the telemarketers. 
Customers view telemarketers as a nuisance and the telemarketers work in an environment that suffers from high 
turnover, low morale, high absenteeism and low productivity. 
The effective telemarketing requires high quality customers’ data, it means that the correctness of the contact list 
information needs to be fully ascertained properly (Goldsmith & Freidan, 2004). The good telemarketing also 
requires the understanding of the need of segment clusters of each customer, in other words, the telemarketer must 
not only sporadically call the customers and offer them products and services, instead, they must have supporting 
data about information and needs of the people in that very contact list. 
3. Methods 
This research used a qualitative approach, in which we combined some techniques to gain testable insights by 
using data triangulation.   The  research  was  initiated  by  conducting  Netnography   exploration,  in  which  the 
researcher  conducts  insight  seeking  through  the  Internet  (Kozinets,  2002;  Maulana  &  Eckhardt,  2007).  The 
researcher surfed various social media, blogs, mailing lists, and online discussion forums to collect customers’ 
opinions in terms of unsatisfying experiences in telemarketing. 
The  mystery  shopping  method  was  conducted  to  five  call  centers  in  order  to  examine  the  telemarketers’ 
behavior  and  attitude  in  offering  their  products  to  the  customers.  In-depth  interview  with  the  7 customers  
as respondents  (age  above  25  and  got  credit  card)  was  conducted  to  explore  the  extent  to  which  customers’ 
discomfort  to the telemarketing.  Additionally, in-depth interview with 2 company Managers and 2 Telemarketer 
were conducted. 
In order to get better understanding  of the characters of each segment, qualitative study results outlined in the 
quantitative survey by distributing questionnaires. The total usable respondents for survey in total was 122 people 
consisting of executives, housewives, students and entrepreneurs who have interacted with telemarketers and have 
received calls at least 3 times a week. 
4. Results 
From series of exploration through Netnography, mystery shopping, and In-depth interview, this study was able 
to map the differences in consumer behavior. The method has helped the researcher to find three customers 
segmentations in telemarketing in Indonesia. This segmentation is based on customer behavior, and is divided into 
three: Permissive, Apathetic, and Aggressive. 
4.1. Permissive 
The first segment consists of permissive customers who consider telemarketing as a job, in which the people or 
employees who conducts telemarketing to them are those who work there for a living, so they feel that they should 
be appreciated by the customers. These customers are those who usually answered with simple words such as ‘yes’ 
or ‘no’, it is because these customers saw that as long as they do not experience material loss, then it is better to 
subtly listen or dismiss the offer from the telemarketer. 
 
“We do not have to be angry or do something that could make them feel unappreciated. They are just like us, 
they are not an answering machine. And they also earn a living, it is better to appreciate them.” 
 
This segment also tends to understand the efforts that are conducted  by telemarketers, although some of the 
respondents  in this segment  felt that the phone-calling  telemarketing  sometimes  made  them  annoyed.  But this 
exacerbation could be considered as natural, because it was only temporary. No customers really hated 
telemarketing and their activities.  Besides, this segment still possessed high empathy; they thought that if they were 
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in the position of a telemarketer then they would behave as the telemarketer who sold products by contacting many 
people/customers. 
4.2. Apathetic 
The second segment is the apathetic customers; they are the customers who got bored with telemarketing, they 
are those who are often being dialed by telemarketers even though these customers had refused the offer from the 
telemarketers.  Due to this bad experience, these customers often become apathetic to the telemarketer;  they just 
refuse the offered products and services and then become uninterested in the next telemarketers’ phone call. 
 
“Sometimes, I am annoyed with them, and they often misspell my name on a phone call, their motive is 
always recognized from the way they make a phone call, I often say to them to call me later, and I always 
reject their next call… I just think they are impolite when they compel their enticement…” 
4.3. Aggressive 
Last segment is aggressive customers, in which they are the customers who feel disturbed and bored with 
telemarketing,  thus,  these  kinds  of  customers  would  give  direct  reactions  to  the  telemarketers.  This type of 
customer would take action in order to ease their upset, for example, they would ask the telemarketer to exclude 
his/her name list out of customers calling list. These customers would even call the brand owner as a decision maker 
to complaining and giving critics to the company. 
 
“Hey, I have not even received my previous document, instead, you even offer me other products, I think your 
company is crazy. But thanks anyway, your offer made me realize that I must break off the relationship with 
your un-professional company!” 
 
This  customers  segment  could  easily  be  found  in  the  social  media  and  internet;  they  usually  shed  their 
resentment and disappointment through their blogs, discussion forum, or other social media. 
4.4. Irrelevant (Bad timing and irrelevant offers) 
From  the results  of interviews  with  telemarketers  and studying  consumer  reactions,  outbound  telemarketers 
apparently  do not understand  the contacted  customers’  profile.  They just use generic customer data that is not 
equipped with an in-depth explanation of who and what they need. Consequently, the process of offering products 
and services turned out to be very tiring for both consumers and also for telemarketing workers themselves. The 
telemarketing activities became ineffective and inefficient. The customers felt that the offered products and services 
were irrelevant with their needs, and the telemarketers felt that they were too pushy to meet the selling target. 
One of the triggers of customers’ main complaints is the inconvenient time that is usually being used by the 
telemarketers to make phone calls with their prospects or potential customers.  Many telemarketers prefer night time 
to make phone calling, and it worsened the customers’ inconvenience towards telemarketing activities. 
4.5. Differences among segments 
Survey results showed that 48% of 119 respondents could be categorized as the apathetic customers, while 27% 
as the permissive and 25% as aggressive. Balance ratio between male and female. They consists of 50% executives, 
20% entrepreneurs, 20% students and 10% housewives. 
Survey questionnaires were designed to confirm the aspects that appear in both literature review (reference) and 
insights from the exploratory study: (1) the discomfort of the customers toward telemarketing, (2) privacy concern, 
(3) service quality, (4) Irrelevant - Timing and Offers, and (5) unwillingness to further interaction with the 
brand/company and (6) Strong will to share complain to others. It used Likert 1-5 scale in questionnaire; in which 
scale 1 represented respondents’ total disagreement while scale 5 represented their total agreement. 
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Table 1. Differences in Customer Attitude and Perceptions of Telemarketing 
An example of a column heading Permissive (28%) Aggressive (25%) Apathetic (48%) 
Discomfort towards telemarketing 3.6 4.2 4.2 
Concern on Privacy 4.3 4.3 4.5 
Service Quality 4.3 2.4 2.4 
Irrelevant (Time and Offers) 3.9 4.6 4.3 
Unwillingness to re-interact with the 
brand/company 
2.9 3.1 3.1 
Willingness to share complain with friends 2.0 3.8 2.4 
Table  1 summarized  the  differences  between  attitude  and  perceptions  of  each  segment  from  six  important 
aspects.  All respondents are highly concerned on privacy and they are not comfortable with the telemarketing 
practice. They do not like it when companies share their contact numbers with other parties. 
Although feeling discomfort, Permissive consumers’ perception towards the company’s service quality is not 
affected.  In contrast, the Apathetic and Aggressive consumers’ perception is impacted negatively. They are not 
happy with the company’s service quality. 
It turns out that Aggressive and Apathetic consumers have similar characteristics in three aspects: perception of 
irrelevant offers, service quality and willingness to re-interact with the brand/company. However, in the willingness 
to share complain with others, interestingly, the apathetic consumers share a common trait with the permissive 
consumers. They are not as keen as the aggressive consumers in shouting their voice/disappointment in social 
media. 
4.6. Shifting to Apathetic 
The results of survey showed that the largest number of respondents were those who could be categorized as 
Apathetic customers (50% of total surveyed respondents). Analysis of the results of in-depth interview, there was a 
shifting of consumer attitude categorization. The consumer is initially a permissive but if a disruption is continuous, 
it can turn into aggressive consumers. Being an Aggressive Consumer is not necessarily permanent. Because when it 
gets tiring and when there’s no point to upset and voice an opinion against telemarketers, then he will turn into an 
apathetic consumer. 
In Indonesia, the regulator (government) does not play a significant role in regulating and controlling the 
practices of telemarketing, and it makes aggressive customers to become apathetic when they realize that their 
efforts do not make any positive progress. 
 
“It is useless to become angry, they do not care. No one is listening. It is better to be apathetically silent.” 
5. Conclusion and Recommendation 
Companies should begin to be more alert and not indifferent to the objections filed by consumers against this way 
of marketing via telemarketing. This research has explained the findings that indicate the decreasing numbers of 
permissive customers, and they have turned into more aggressive and more apathetic. 
The number of complaints against telemarketers has negative implications for brand it represents. By considering 
the shifting trends among the permissive and aggressive customers who become more apathetic, the companies must 
change the strategy. The companies do not have to wait the regulator to publish the provisions and limitations 
relating to the telemarketing activities. This research on customers’ perception should be sufficient to make 
companies to become aware and continuing their outbound telemarketing to sell their products. 
The original function of telemarketing as one of the marketing strategies is to bring success to the brands, and it 
should not change its function that could bring negative image to the brands. As in other countries, telemarketing 
activities in Indonesia that are becoming wild and out of order should awaken the government to regulate the 
activities. Sharper consumer complaints should be enforced speed up the regulatory process. 
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